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Abstract  
The field of rhetoric can be highly useful for researchers to focus on and understand the 
specific textual strategies used by organizations when communicating about CSR 
practices. To date however, while there have been studies that consider the use of 
rhetoric to communicate about environmental practices, there have been few studies that 
have used a rhetorical analysis to consider both green communication and public 
response to that communication as a way of understanding public issues with 
organizational practice. This study seeks to address this gap by using a rhetorical 
analysis of both environmental communication by organizations, and the claims made 
by a regulatory body acting on behalf of the public about why that communication was 
deemed ‘greenwash’ or inappropriate. In doing so, the paper applies a rhetorical 
analysis to understand the grounds on which environmental communication is deemed 
not legitimate, and suggests that whilst all three elements of ethos should be considered 
when communicating a CSR practice, the element of phronesis is the most crucial 
element, whereby organizations must ensure that they accurately justify any claims in 
relation to CSR. 
 
Keywords: corporate social responsibility, communication, institutional theory, 
rhetoric, ethos, greenwash
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Introduction 
It is becoming increasingly common for organizations to communicate about its 
environmental CSR practices in order to create a competitive advantage (Australian 
Competition and Consumer Commission, 2008a) and to indicate legitimacy with 
societal expectations. However, at the same time, an organization’s legitimacy may also 
be criticized with accusations of engaging in what is known as greenwash. This so-
called catch-22 of CSR communication (Burchell & Cook, 2008; Morsing, Schultz, & 
Nielsen, 2008) is at the heart of questions related to communicating about 
environmental practices.  
One theoretical lens that has been increasingly used in public relations to 
investigate questions of legitimacy and CSR is institutional theory (for example, 
Bartlett, Hatcher & Tywoniak, 2007; Wehmeier and Schultz, 2010; O’Connor, Shumate 
& Meister, 2008). A central process of the institutional perspective is that organizations 
signal or communicate their compliance with social expectations through ceremonies, 
which can in turn be inspected and evaluated by other social actors (Meyer & Rowan, 
1977). This central principle provides a mechanism for considering the communicative 
efforts of the organization to indicate its compliance with social expectations and 
subsequent assessment of their legitimacy.  
Rhetoric is a device used by scholars in institutional studies to consider these 
communicative attempts by organizations and society to examine the legitimacy of 
particular practices (for example, Suddaby and Greenwood, 2005) including 
environmental or green practices (Wæraas & Ihlen, 2009). Such perspectives align with 
rhetorical approaches to considerations of issues that feature within the public relations 
literature (Heath & Palenchar, 2009). However, while there have been studies that 
GREENWASH: COMMUNICATING CSR  4 
 
consider the use of rhetoric to communicate about environmental practice (Ihlen, 2010), 
to date there have been few studies that have used rhetorical analysis to consider both 
green communication and public response to that communication that the institutional 
theory perspective of ceremonies and inspection and evaluation suggest.  
This study seeks to address this gap by using a rhetorical analysis of both 
environmental communication by organizations, and the claims made by a regulatory 
body acting on behalf of the public about why that communication was deemed 
‘greenwash’ or inappropriate. In doing so, the paper applies a rhetorical analysis to 
understand the grounds on which environmental communication is deemed not 
legitimate. 
This paper is structured as follows. Firstly, the extant literature around the 
legitimacy of environmental communication is presented followed by the research 
framework and methodology. Then empirical analysis is presented that details the 
rhetorical operations used by the organizations, as well as those by the regulator in 
inspecting and evaluating that the communication could not be considered legitimate. 
Finally, the conclusion discusses the findings of this research and implications for 
practice. 
Legitimacy and public relations 
Legitimacy is a central concern for public relations scholars in considering the 
issues emerging between organizations and their social environment (Heath & 
Palenchar, 2009; Bridges, 2004). Wehmeier (2006) suggested that institutional theory 
would provide a sociological frame for public relations scholars to consider studies that 
deal with an organization’s legitimacy practices. Likewise, Lammers and Barbour 
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(2006) offer institutional theory as a theoretical frame to facilitate communication 
research as a macro phenomena.  
Institutional theory with legitimacy as a central imperative, which has been 
suggested as a suitable organization theory for public relations scholarship (Leichty & 
Warner, 2001; Wehmeier, 2006), takes an interpretive perspective where organizations 
and publics collectively construct social meaning. The social construction of standards 
of legitimacy is a collective process in which organizations and publics engage at both 
social and local levels (Neilsen & Rao, 1987). This suggests that the process of publics 
creating issues around organizational practice forms a mechanism of socially 
constructing practices and meanings that can be considered legitimate. The question of 
how to communicate about an organization’s environmental practices is such a situation 
in which understanding organizations, publics and issues can be potentially fruitful. 
Ceremony, inspection, and evaluation 
Ceremonies are displays which an organization uses to communicate and portray 
that it complies with the shared rationale of what is considered legitimate (Meyer & 
Rowan, 1977). Because legitimacy is socially constructed however (Berger & 
Luckmann, 1966; Meyer & Rowan, 1977; Suchman, 1995), organizations need to 
indicate they conform to that agreed construction. Ceremonial displays “demonstrate 
socially the fitness of the organization” (Meyer & Rowan, 1977, p. 351), and may 
include publicly shared documentation, such as brochures, website material, news 
stories, advertising, fact sheets, and annual reports (Deegan, 2002). Indicating alliance 
with social norms through these communicated displays allows external social actors to 
inspect and evaluate an organization’s practices (Meyer & Rowan, 1977).  
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Inspection and evaluation are “public assertions of societal control which violate 
the assumption that everyone is acting with competence and good faith” (Meyer & 
Rowan, 1977, p. 359). Hence inspection and evaluation can uncover events and 
deviations that undermine legitimacy (Meyer & Rowan, 1977). This mechanism of 
ceremonies, inspection and evaluations provides a way to consider contemporary 
corporate issues such as corporate social responsibility. 
Corporate social responsibility as an organizational issue 
Although Carroll’s definition that an organization must fulfil the economic, 
legal, ethical, and discretionary expectations that society has of it at a given point in 
time (Carroll, 1979) is one of the most widely recognised definitions for CSR, and there 
have been a raft of other attempts at defining the term (Matten & Moon, 2005- for an 
overview of definitions, see Carroll, 1979; Carroll, 1999; De Bakker, Grooenewegen, & 
de Hond, 2005; Dahlsrud, 2008), there is not one accepted definition for CSR (Robins, 
2005). For this reason, it has been argued that CSR has no clear boundaries (Robins, 
2005), and that the broadness of the concept makes it problematic in terms of drawing 
up a definitive list of meanings and practices that can constitute as CSR (Evuleocha, 
2005). This is supported by the fact that whilst academics have attempted to define the 
concept of CSR, none have been able to define what the parameters or the requirements 
of this concept entail (Dahlsrud, 2008; Maignan, Ferrell, & Ferrell, 2005; Sen & 
Bhattacharya, 2001).  
At the same time, organizations are expected to act in a socially responsible way 
as the raft of communication, management and business literature suggests (Sahlin-
Andersson, 2006). One way of viewing this situation is that although society does have 
expectations for appropriate business behaviours, these are often varying and in flux 
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(Wood, 1991). This perspective suggests that acceptable CSR practices will vary, as 
they are specific to organizations and/or the industry in which it operates.  
As a result, it is difficult to explain the parameters or requirements of CSR. To 
understand CSR therefore, one needs to specify the nature of the responsibility, but also 
identify the nature of the issues that the responsibilities are tied to (Carroll, 1979). 
Hence, it can be argued that CSR will vary depending on the issues that affect the 
organization or industry, and that issues impacting on CSR will change over time and 
differ between industries (Carroll, 1979). This can be linked back to social construction 
or legitimacy, which is a process that happens over time. What this suggests is that the 
process of ceremony, inspection, and evaluation may be a relevant way to consider 
CSR. The process of organizations displaying meanings and practices through their 
communication and publics inspecting and evaluating these attempts may facilitate a 
shared or accepted meaning of CSR and assist in developing an understanding of 
appropriate CSR practices. As such, the role of communication by both organizations 
and publics is at the centre of understanding appropriate CSR practices in particular 
contexts. 
Rhetoric and CSR 
According to Ihlen (2010), the field of rhetoric can be highly useful for 
researchers to focus on and understand the specific textual strategies used by 
organizations when communicating about CSR. To date however, the literature on CSR 
rhetoric is relatively meagre. In saying this however, there are still a few that are 
worthwhile noting. 
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Robert L Heath, a prominent scholar in public relations, is a strong advocate 
linking rhetoric and public relations, and has made a number of explicit and implicit 
references to CSR (Ihlen, 2010). In some of his more recent work, Heath (2009) stated 
that 
 Rhetoric is the rationale for effective discourse. It consists of a well-established body 
of critical principles and strategic guidelines regarding how messages need to be 
proved, structured, framed, and worded. It is interested in how each message needs to 
be designed to be informative and persuasive. Because rhetorical theory arises out of 
disputes and differences of opinions, it offers guidelines on how people negotiate 
differences and work together in collaborative decision making. It informs, creates 
divisions, and bridges divisions. It advocates, convinces, and motivates. It motivates 
people to make one choice in preference to another (p. 23). 
Although this statement was in the context of the relevance of rhetoric to public 
relations, there is considerable overlap with the relevance to CSR communication. As 
Heath (2009) notes, rhetoric is the rationale for effective discourse. At the same time, a 
key challenge for organizations communicating its CSR strategies is how to 
communicate these in a manner which is effective and minimizes scepticism.  
In relation to CSR communication specifically, Øyvind Ihlen had conducted a 
number of studies linking rhetoric and CSR communication. An examination of the 
rhetorical and latent means used in GE, Toyota, and Starbucks reports to communicate 
that each organization was environmentally responsible focused primarily on the 
rhetorical concept of ethos, and investigated the rhetoric used in ceremonies about the 
organization’s environmental practices (Wæraas and Ihlen, 2009). Ihlen (2010) 
expanded on this study, illustrating the links between public relations and CSR, and 
demonstrated how organizational rhetors use CSR texts to build an environmental ethos. 
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Ihlen (2010) suggests that rhetoric is a useful starting point for those that wish to 
charter the terrain of textual CSR strategies, and can aid in developing an understanding 
as to how and why organizations communicate about CSR in the way that they do. To 
date however, although research linking CSR communication and rhetoric has used 
ethos to consider claims about CSR activities, research has not consider how ethos is 
used by the public to inspect and evaluate these claims. Without doing so, it is unclear 
how an element of rhetoric, that being ethos, can be used to aid in the creation of 
legitimate CSR communication.  
Ethos is the Greek term used to refer to the moral character of the speaker 
(Aristotle, trans. 2007; Nichols, 1987; Robinson, 2006; Self, 1979), whereby the 
persuasiveness rests with the speaker’s personal character or trustworthiness, as well as 
their ability to appear credible (Aristotle, trans. 1954; Herrick, 2009; Robinson, 2006).  
In order to establish ethos, it has been argued that the speaker, or in the case of 
this study an organization, must exhibit good sense, good moral character, and goodwill 
(Aristotle, trans. 1954; Nichols, 1987). According to Aristotle (trans. 2007), these three 
characteristics/components are the primary reasons why speakers themselves are 
persuasive and are considered more trustworthy than logical demonstration. These three 
components have become known as eunoia, which refers to goodwill; phronesis, which 
refers to intelligence, good sense, or practical wisdom; and finally arête, which refers to 
virtue or moral character (Aristotle, trans. 1954; Herrick, 2009; Aristotle, trans. 2007). 
Aristotle (trans. 2007) highlights that speakers are more likely to appear less persuasive 
or less credible if they fail to demonstrate either one, or all three aspects of ethos. The 
three elements of ethos are summarised in Table 1. 
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INSERT TABLE 1 HERE 
 
This study therefore seeks to consider the way that organizations and publics use 
the elements of ethos when both communicating about CSR through ceremonies, but 
also in the communication related to inspection and evaluation of those organizational 
CSR ceremonies.    The research questions guiding the study therefore are: How is ethos 
used by organizations in CSR ceremonies? How ethos is used in the inspection and 
evaluation of organizational CSR ceremonies? How and why are organizational CSR 
ceremonies deemed to be not legitimate as a result of inspection and evaluation? 
Methods 
This study took a qualitative approach to understand the rhetorical devices used 
in communication about CSR by organizations and publics. Utilizing Marshall and 
Rossman’s (2006) description, this study was exploratory in nature, and also adopted a 
case study approach. More specifically, multiple cases were considered, utilizing a 
detailed, in-depth data collection involving multiple sources. Although multiple cases 
were considered, the study follows the description of a “within-site study”, whereby the 
focus was on a single program (Creswell, 2007, p. 73). 
The case at the centre of the study was the Australian Competition and 
Consumer Commission (ACCC) inspection of green CSR communication practices by 
corporations during a period from 2006 to 2008. Seven organizational situations were 
selected to be analysed, and included three from within the automotive industry, three 
from within the air conditioning industry, and one small cosmetics company. These 
cases were selected following a purposive sampling strategy (Creswell, 2007), whereby 
two search terms were utilized on the ACCC website to find organizations involved in 
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greenwashing.  These seven cases were selected given each of the organizations were 
found by the ACCC to be in violation of the Trade Practices Act, which outlines 
Australia’s competition, fair trading, and consumer protection laws (Australian 
Competition and Consumer Commission, 2008b). In addition to this, all seven 
organizations were presented with legal documents requiring rectification of misleading 
claims in its CSR ceremonies, whilst one organization was taken to Federal Court. 
Evidence from two separate sources formed the data set for this study, whereby 
regulatory documents (specifically the ACCC investigation transcripts and Federal 
Court documents where applicable), organizational documents (namely the website, 
brochure, advertisement or the like that the ACCC had concerns with), were used.  
In order to analyse the data collected, this study employed qualitative document 
analysis. More specifically, following Suddaby and Greenwood (2005), both manifest 
and latent content analysis were used in order to obtain a more in-depth understanding 
of the data. This was done to both the ceremonies made by the organization, and also 
the ACCC inspection and evaluation of these ceremonies.  
In regards to the ceremonies, the manifest analysis involved considering the 
devices, such as a website or brochure, used to communicate the ceremony. Following 
Wæraas and Ihlen (2009), the latent analysis of the ceremonies focused on rhetoric, and 
involved considering how the organizations used the three element of ethos within its 
CSR ceremony. More specifically, given eunoia relates to the goodwill (Aristotle, trans. 
2007; Herrick, 2009; Wæraas & Ihlen, 2009) of the organization, the latent analysis 
involved finding representations within the ceremonies that implied ‘We [the 
organization] are good for the environment’. In other words, this was the claim made by 
the organizations. In relation to phronesis, given it can be translated to mean practical 
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wisdom or good sense (Aristotle, trans. 2007; Herrick, 2009; Self, 1979), and can be 
demonstrated by referring to expertise and performance (Wæraas & Ihlen, 2009), the 
analysis involved considering how the organizations claimed to be good for the 
environment within its ceremony. This was labelled ‘Why we are good for the 
environment’, and was classified as the justification used by the organizations. Finally, 
in relation to arête, given it considers the moral character or virtue (Aristotle, trans. 
2007) of the organization, for the purposes of the analysis, this involved considering 
how the organization claimed to be engaging in CSR. So for example, an organization, 
through its ceremonies, may have been trying to indicate that it engages in a CSR 
practices through using less damaging chemicals. This element of analysis was labelled 
‘We engage in CSR’, and was considered as the intent the organizations had when 
making its claims within the ceremony. 
In relation to the analysis of the inspection and evaluation, the manifest analysis 
involved firstly identifying how the organizations were found to be in contravention of 
the Trade Practices Act. This was identified within the regulatory documents, and in all 
cases, it was found that the organizations contravened the Act as a result of its claims 
being misleading or deceptive. This information did little to clarify exactly why the 
organizations were accused of greenwash. In order to consider why the claims were 
deemed to be not legitimate, the authors considered a document released by the ACCC 
outlining strategies that could be used to avoid potential greenwashing. The 11 
categories listed in this document were synthesised into three broad, overarching 
categories entitled inaccurate, overqualified, or understated. These three categories were 
then used to code the data, and establish why the ceremonies were deemed to be not 
legitimate.  
GREENWASH: COMMUNICATING CSR  13 
 
Similarly to the latent analysis of the ceremonies, the latent analysis of the 
inspection and evaluation took a rhetorical approach, and involved considering the three 
elements of ethos. Following the latent analysis of the ceremonies, eunoia was 
considered as the claim, phronesis as the justification, and arête as the intent. Building 
on the data uncovered through the manifest analysis of the inspection and evaluation, 
the latent analysis involved considering the claims (eunoia) made by the organization. 
In other words, this involved inspecting and evaluating if the claims were valid, and 
whether the organization’s CSR activity could be considered good for the environment. 
In relation to the justification (phronesis) of the claims made by the organizations, this 
involved inspecting and evaluating if the justification was valid. In other words, did the 
organization accurately state why it is good for the environment. Finally, the last 
element of the latent analysis involved considering the intent (arête) behind the claims. 
This involved inspecting and evaluating if the organization’s intent was valid, or in 
other words, considering whether the organization accurately portray that it engaged in 
a CSR practice. 
Findings 
Analysis of ceremonies 
The manifest analysis of the ceremonies indicated that the organizations used a 
unique combination of places/tools to display ceremonies and communicate about their 
green CSR practices. In total, 12 different mediums were used by the organizations to 
communicate its CSR practices, including websites, brochures, advertisements, direct 
mail, and product packaging. All organizations used at least two different mediums to 
communicate its CSR practices, and it was noted that no two organizations used the 
same combination of mediums. This suggests that the ACCC was not focusing its 
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greenwash investigations on what the ceremonies were, but rather what was said within 
these ceremonies. In other words, it was the representations made within the ceremonies 
that the ACCC was inspecting and evaluating in terms of legitimacy, rather than the 
types of ceremonies themselves.  
In regards to the latent analysis, as Table 2 demonstrates, it was found that each of 
the organizations considered in the seven cases made claims that it was good for the 
environment (eunoia), and backed up these claims with justification (phronesis), hence 
illustrating why it could be considered good for the environment. In doing so, each of 
the organizations demonstrated that it intended to communicate about its environmental 
discretionary CSR practices (arête). What this suggests is that the organizations used 
the components of ethos – eunoia, phronesis, and arête – either deliberately or 
unintentionally, to present that they should be considered ‘trustworthy’, in regards to 
their CSR practices of an environmental nature.  
 
INSERT TABLE 2 HERE 
 
 
Analysis of inspection and evaluation 
Similarly to the analysis of the ceremonies, the latent analysis of the inspection 
and evaluation involved considering how the ACCC inspected and evaluated the 
ceremonies in terms of the three components of ethos – eunoia, phronesis, and arête. In 
doing so, this involved considering how the ACCC inspected and evaluated the 
elements of the ceremony and utilizing the data considered in the manifest analysis, that 
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being the contravention of the Trade Practices Act, and whether the claims was found to 
be either inaccurate, unqualified, and/or overstated. 
In relation to euonia, which was considered as the claim made by the 
organization, it was established that the claims made by each of the organizations 
(found through conducting the latent analysis of the ceremonies), were found to be in 
contravention of a section/s of the Trade Practices Act. As a result, the organizations 
could not legitimately claim that they were good for the environment because (a) they 
were misleading or deceptive (Section 52), (b) they falsely represented the goods or 
products (Section 53), or (c) they mislead the public in relation to the characteristics of 
a product (Section 55). This is illustrated in Table 3. 
 
INSERT TABLE 3 HERE 
 
In relation to phronesis, or the justification used by the organization to support 
its claims, as Table 4 indicates, the justification used by the organizations to support 
their claims could not be considered valid because it was inaccurate, unqualified, and/or 
overstated. As a result, this meant that the claims made by the organizations were also 
inaccurate, unqualified, and/or overstated. 
 
INSERT TABLE 4 HERE 
 
Finally, in relation to arête, or the intent behind the CSR ceremony, it was found 
that this component was not the focus of the ACCC inspection and evaluation, as the 
ACCC did not draw reference to the fact that the organizations incorrectly engaged in a 
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CSR practice. However, through considering the inspection and evaluation of the claims 
and justification, it can be argued that latently, the ACCC established that the 
organizations did not accurately portray that it engaged in a CSR practice. The 
following examples provide evidence to support this argument: 
• Case One – Because the justification used by the company was incorrect (i.e. it 
could not justify that it did not use harmful chemicals); the organization could 
not support its claim that it had a reduced impact on the environment. As a 
result, the organization failed to sufficiently support its intent of portraying that 
it engaged in an environmental discretionary CSR practice through using less 
damaging chemicals. 
• Case Four – Given the justification used by the company was incorrect (i.e. that 
propane R290 is harmless as far as the ozone layer is concern and has no impact 
on the greenhouse effect), it could not support its claim that it used an 
environmentally friendly gas. As a result, this affected the organization’s ability 
to sufficiently support its intent that it engaged in an environmental 
discretionary CSR practice as a result of using less damaging chemicals. 
• Case Six – The justification used by the company – that the planting of 17 native 
trees per car would result in neutral emissions – was not correct. As a result, the 
company could not justify its claim that there would be neutral carbon emissions 
across the entire Saab range. Given the organization could not sufficiently 
justify the claim; the organization’s intent of engaging in an environmental 
discretionary CSR practice through carbon offsetting could not be supported. 
 
Discussion  
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As this data illustrates, the claims (eunoia) in all seven cases could not be 
considered accurate because of the justification (phronesis), and as a result, the 
company could not support its intent (arête). Hence by failing to use appropriate 
justification to support that the organizations’ practices could be considered good for 
the environment, it can be argued that the organizations considered in all seven cases 
failed to apply ethos correctly, whereby: 
• The organizations did not follow phronesis, as the ACCC ruled that the 
justification used to demonstrate that the organizations’ practices were good for 
the environment could not be considered legitimate. 
• The organizations did not follow eunoia. This was because the claims made by 
the organizations were found to contravene the Trade Practices Act, largely as a 
result of the justification (phronesis) being incorrect. As such, the organizations 
could not adequately argue that it could be considered ‘good for the 
environment’, or in other words, it could not support the claims it made. 
• The organization did not follow arête, as given that the organizations failed to 
demonstrate that it were good for the environment and provide legitimate 
justification, the organizations’ intent in suggesting that it engaged in 
discretionary CSR practices could not be considered legitimate. 
Although this study found that the organizations did not adequately utilize ethos 
in its CSR ceremonies, the findings suggest that phronesis, or the justification of the 
claim, is the most important element to consider when communicating a CSR activity. 
By failing to adequately justify its claim, an organization can be accused of greenwash 
as a result of an inaccurate, unqualified, and or overstated claim. 
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To conclude, it was also found that overall, the manifest rationales being used by 
the ACCC when evaluating this aspect of CSR was that the ceremonies used to portray 
the CSR practices were inaccurate, overstated and unqualified, and the organizations 
could not indicate that it complied with legitimacy. It was also found that the latent 
rationales could be related back to rhetoric, whereby the organizations failed to 
demonstrate the components of ethos correctly, focusing predominately on the 
component of phronesis, whereby the organizations could not justify its claims. 
The findings from this study also suggest that although it is important to apply 
the components of ethos when communicating discretionary CSR practices, phronesis is 
the most crucial component. In other words, whilst an organization should consider the 
claims it is making, and the intent behind those claims in relation to its green CSR 
practices, it is crucial for the justification to support the claims.  
By considering not only an organizations CSR practice ceremonies, but also the 
rationales used by the ACCC to inspect and evaluate these ceremonies, this study is one 
of the first to consider the ways that organizations and publics use the elements of ethos 
when both communicating about CSR through ceremonies, but also in the 
communication related to inspection and evaluation of those organizational CSR 
ceremonies.  In doing so, this study not only illustrates how ethos can be used by 
organizations when constructing a CSR ceremony, but how this ceremony is inspection 
and evaluated and deemed to be legitimate.  As a result, this study provides guidance on 
how the elements of ethos may be used to construct a legitimate CSR ceremony, hence 
potentially avoiding the stigma associated with greenwash.  
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Future research 
Finally, the authors do acknowledge that this paper is not without its limitations, 
namely the issue of generalizability of as a result of the research using cases from an 
Australian context. However, this paper does offer relevant implications for public 
relations practice, whereby practitioners should ensure that the justify, beyond any 
reasonable doubt, why their company’s CSR practices can be considered good for the 
environment. 
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Table 1 
Elements of ethos 
Element Meaning How it can be used 
Eunoia Goodwill Demonstrating goodwill towards the audience: 
identification with the audience, showing how 
their needs have been taken into consideration 
Phronesis Wisdom Demonstrating wisdom, knowledge, 
intelligence, expertise 
Arête Virtue Demonstrating good virtues and a good moral 
character: justice, courage, self-control, 
liberality, magnanimity, magnificence, 
prudence, wisdom, and gentleness 
Source: Adapted from Wæraas & Ihlen (2009) 
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Table 2 
Latent analysis of ceremonies 
Cases Eunoia - claim Phronesis - justification Arête - intent 
 We are good for 
the environment 
Why we are good for the 
environment 
We engage in 
CSR because 
of... 
Case One We have a 
reduced impact 
on the 
environment 
We do not use harmful chemicals Less damaging 
chemicals 
Case Two We are more 
energy efficient 
The air conditioners use less 
energy 
Energy 
reduction 
Case Three We use an 
environmentally 
friendly 
refrigerant 
The hydrofluorocarbon R407C 
used in the air conditioners is 
environmentally friendly 
Less damaging 
chemicals 
Case Four We use an 
environmentally 
friendly gas 
We use a completely natural and 
non toxic fluid: propane 
R290.This gas is harmless as far 
as the ozone layer is concerned 
and is the only substance of its 
kind that has no negative impact 
on the greenhouse effect. 
Less damaging 
chemicals 
Case Five We sell a We reduce CO2 emissions during Less damaging 
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revolutionary 
environmentally 
friendly tyre that 
helps preserve 
the planet 
the production process of the tyre, 
and use BioTRED (a natural 
rubber) technology which extends 
the tyre life and lowers the impact 
on the environment. 
chemicals 
Case Six We have neutral 
carbon emissions 
across the entire 
Saab range 
We will plant 17 native trees to 
offset the car’s carbon emissions 
Carbon 
offsetting 
Case Seven We will offset 
the carbon 
emissions 
generated by a 
full season of 
racing 
We will plant approximately 
10,000 trees to offset the carbon 
emissions for the year’s racing 
Carbon 
offsetting 
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Table 3 
Latent analysis of the inspection and evaluation of claims 
Cases Claim as found through 
latent analysis of ceremony 
Misleading because… 
Case One Reduced impact on the 
environment 
Contravened Section 52 & 
Section 53(a) of TPA 
Case Two Air conditioners were more 
energy efficient 
Contravened Sections 52 and 
53(c) of the TPA 
Case Three Use an environmentally 
friendly refrigerant 
Contravened Sections 52 and 
53(c) of the TPA 
Case Four Use an environmentally 
friendly gas 
Contravened Sections 52, 53(a) 
and (c), and 55 of the TPA 
Case Five Sell a revolutionary 
environmentally friendly tyre 
that helps preserve the planet 
Contravened Sections 52 and 
53(a) of the TPA 
Case Six Neutral carbon emissions 
across the entire Saab range 
Contravened Section 52 and 
53(c) of the TPA 
Case Seven Fully offset the carbon 
emissions generated by a full 
season of racing 
Contravened Section 52 of TPA 
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Table 4 
Latent analysis of the inspection and evaluation of justification 
Cases Claim as found through latent 
analysis of ceremony 
Misleading because… 
Case One Do not use harmful chemicals Inaccurate and 
unqualified 
Case Two Air conditioners use less energy Inaccurate, unqualified, 
and overstated 
Case Three Hydrofluorocarbon used in the air 
conditioners is environmentally 
friendly 
Inaccurate, unqualified, 
and overstated 
Case Four Propane R290 is harmless as far as 
the ozone layer is concerned, and 
has no impact on the greenhouse 
effect 
Inaccurate, unqualified, 
and overstated 
Case Five CO2 emissions are reduced during 
the production of the tyre, and the 
BioTRED technology extended the 
tyre life, and lowers the impact on 
the environment 
Inaccurate, unqualified, 
and overstated 
Case Six 17 native trees would be planted to 
result in neutral carbon emissions 
Inaccurate, unqualified, 
and overstated 
Case Seven 10,000 trees will be planted to offset 
the carbon emissions generated by 
the full season of racing 
Inaccurate and 
unqualified 
 
 
 
 
 
 
  
